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PRODUCT PROMOTION PLAN 


June 3 - July 26 


The product promotion plan coveritvg the period June 3 through July 26 
will feature sales force support for: 

1ftRLBORO-REMINGTON MASTERPIECES PROMOTION 

BENSON & HEDGES 100's FILTER AND MENTHOL 

CLARK GUM - DIET AND SUGAR FLAVORS 


Marlboro-Remington Masterpieces Promotion 

Marlboro will occupy the first major brand position during this program 
with sales force support for all Marlboro packings being built around 
the Remington Print Promotion. 

The affluence of our society today is creating an expanded interest in 
art, particularly that associated with Americana. With this in mind;, 
we have developed for Marlboro an exciting consumer promotion offering 
four high-quality reproductions of Frederic Remington's paintings. 

Frederic Remington and his works have become synonymous with the old 
west, and today his paintings and drawings are more sought by museums 
and collectors than those of any other American artist. 

The paintings selected for our promotion have been reproduced in eight- 
color lithograph on 24 x 18" high-quality stock, making them very suitable 
for framing. (See attached miniature copy of the prints selected.) Each 
print portrays the colorful old west and therefore ties in well with our 
Marlboro advertising theme, which features western settings. 


A special offer from Marlboro Country 



1 -DISMOUNTED: THE 2 - THE SCOUT: 3 - STAMPEDED BY 4 - THE COMING AND 

4TH TROOPERS MOVING. FRIENDS OR ENEMIES? LIGHTNING. GOING OF THE PONY 

Full-colbr print, FulUcalor print, Fullfoolor print, EXPRESS. Full-color print, 

24x18 in. 24 x 18 in. 24 x 18 in. 24 x 18 in. 


Remington Masterpieces 

Frederic Remington captured the American West as no other painter ever Has. 
Now Marlboro is offering its customers reproductions of the four Remington 
masterpieces shown above. Mail inithis coupon and...Come to Marlboro Country: 


ENCLOSED IS THE BOTTOM PANEL FROM A NAME_ 

PACK OR BOX OF MARIBORO^AND MV CHECK 
OR MONEY ORDER FOR: 

B lSi.00 for. two prints addbfs'? 

$1.50 for allIfour prints AUUNtbb 

I choose the following Remington Masterpieces 
(each picture has a number, piease circle your 

choices). 1 2 3 4 CITY- 

Make check or money order payable to Reming¬ 
ton Offer, and mail to: Remington Offers P.0. 

Box 7000, Westbury, New York 11590 STATE_ 


(please print) 

/- 


ZIP CODE (necessary), 


OFFER EXPIRES 12-31-68. This offer is available only to persons over 21 years of age. 

Source: https://www.industrydocuments.ucsf.edu/docs/nzxk0000 


r?9T0t’200T 




This promotion will be announced by television commercials on our network 
shows, plus spot TV. In addition, four-color full page ads will appear in 
major magazines and local newspapers per the attached regional listing. 

The combination of these outstanding print reproductions, plus the scheduled 
field sales force and advertising support, is certain to stimulate the 
continuing growth of Marlboro. 


Benson & Hedges IPO's Filter and Menthol 

The second major brand position during this period will be occupied by 
Benson & Hedges 100's Filter and Menthol. This will be a follow-up to 
the efforts placed on these two products during our April - May product 
promotion plan. 

Special emphasis will be placed on Benson & Hedges 100's Menthol in an 
attempt to increase this product's share of the menthol market, which 
has become a major factor in the cigarette industry. 


Cigarette Sales Objectives 

The two cigarette brands being supported during this product promotion 
plan account for the major share of our total cigarette sales. With the 
outstanding promotion planned for Marlboro and our continuing efforts on 
Benson & Hedges 100's, both products should continue their growth and 
contribute greatly to our planned objective of a 107, sales increase for 
1968. 


Clark Gum 


During this period, we will support Clark's Di-et Gum at the retail level 
with a dealer incentive program. 

Beginning June 3 and continuing through June 28, we will repeat the 
successful 2-4-6-8 progressive allowance on behalf of Clark sugar gums. 

The promotion efforts during this period are designed to improve retail 
distribution, inventories, and exposure for the entire Clark Gum line. 
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PRODUCT PROMOTION PLAN - MANAGEMENT ACCOUNTS 


In order to provide adequate time'-to complete the sell-in and display 
planning necessary to make this program a success, the coverage of 
management accounts will start on Monday, May 20. 


Marlboro 


Utilizing the Marlboro-Remington Print Promotion, every effort must be 
made to: 


. Close any distribution gaps on Marlboro (all packings) 
at the management account level. Emphasis must be placed 
on those accounts who do not stock both packings of Marl¬ 
boro Red or Gold. 

. Sell-in extra quantities of all Marlboro packings to 
support this promotion, our retail sales efforts, and 
all scheduled displays. 

. Complete plans for floor bin displays (Plan B, Option #1 
of Merchandising Agreements #587 or #587A). During the 
period of June 17 through June 29 , these bin displays 
will feature a minimum of 30 cartons of Marlboro (product 
mix to be determined by the local! situation), plus pre¬ 
printed bin backers with butterfly coupons announcing 
our Marlboro-Remington print offer. (See attached "Display 
Tips.") 

. Arrange for checkout displays with chain groups (Plan B, 

Option #2) for two separate display periods as follows: 

June 3 through June 15 - These displays will 
include one carton of Marlboro Red Box and one 
carton of Marlboro Red Soft Pack, plus Remington 
print point-of-sale material. 

July 8 through July 20 - These displays will 
include one carton of Marlboro 100's Box and 
one carton of Marlboro 100's Soft Pack, plus 
Remington print point-of-sale material. 

In addition, arrange for shipment of the appropriate quantity 
of Marlboro by packing and size to support these displays at 
the retail store level. 

. All supervisory personnel will receive a quantity of Remington 
prints (set of 4) to be used with key people (buyers and 
merchandisers) in chain groups to assist in the sell-in and 
display planning for this major promotion. 
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Benson & Hedges 100*s Filter and Menthol 

To solicit management account support for Benson & Hedges 100's Filter 
and Menthol, efforts at this level, should include: 

. Closing any remaining distribution gaps on Benson & Hedges 
100's Menthol. 

. Selling in extra quantities of Benson & Hedges 100 * s Filter 
and Menthol to support planned display and our retail sales 
efforts, 


Clark Gum 


Management account level contacts during this product promotion period 
should emphasize: 

. Sell-in sufficient quantities of Clark*s Di-et Gum to distributors 
to support our retail activities and the resulting follow-up 
demand it will create at the retail level. 

In addition, beginning Monday, June 3 , use Clark*s 2-4-6-8 progressive 
allowance with direct management accounts and direct buying retailers 
(trade circular attached) to: 

1. Close distribution gaps and sell-in extra quantities of 
Clark*s sugar gum. 

2. Stimulate promotable distributors to pass on part of 
this allowance to their sales force for special sales 
drives to move out the extra merchandise they purchase. 

As this product promotion plan falls during the beginning of the summer 
vacation.period, it is important that those promotable distributors who 
cover these vacation and resort areas are encouraged to set up special 
sales drives on the products included in this product promotion plan, 
plus our other products to assure adequate inventory of all our products 
in these resort outlets. These distributors normally order extra merchan- 
dise at this time of the year and their orders should be closely scrutinized 
to be sure they are sufficient to cover the demand created by these resort 
areas. 

In those areas where in-store service organizations are employed, an effort 
must be made to solicit their help in selling in and displaying extra 
quantities of the products included in this program. 


Military Outlets 

All military representatives will direct their efforts towards closing 
distribution gaps on the three product categories included in this product 
promotion plan. Their promotional efforts utilizing incentive items should 
be placed on Marlboro and Benson & Hedges 100 f s. 
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PRODUCT PROMOTION PLAN - RETAIL OUTLETS 


The sales force will begin retail activities on behalf of the featured 
products in this program on June 3. The magnitude of the Marlboro- 
Remington Print Promotion, which is a very important effort for our 
leading brand, plus the efforts on Benson & Hedges and; Clark Gum, will 
require an outstanding sales effort by your organization. 


Marlboro 


All salesmen will attempt to sell independent retail dealers for cash 
a minimum of 5 cartons of assorted Marlboro. The product mix (Red, Gold, 
or Green in box or pack) will be determined by the situation found in 
each call. 

During the month of June, secure with the sale a 2-carton 
merchandiser or equivalent display, which will include one 
carton of Marlboro Red Box and one carton of Marlboro Red 
Soft Pack, plus a Remington print carton card with coupon. 

During the month of July, secure with the sale a 2-carton 
merchandiser or equivalent display, which will include one 
carton of Marlboro 100's Box and one carton of Marlboro 100's 
Soft Pack, plus a Remington print carton card with coupon. 

As an incentive to buy and display this combination, we will offer the 
dealer a set of four Remington prints. We will supply all salesmen with 
100 sets of four Remington prints and division managers with 50 sets for 
this purpose. Should salesmen utilize properly all prints furnished them 
for display incentives prior to the end of the program, they are to use 
$1 bills as sale and display incentive. 

Where the salesmen must use $1 bills as an incentive, they will be required 
to make out receipts (Form 1396) in duplicate, attaching one copy to weekly 
expense vouchers. Salesmen must report the use of this dealer incentive 
as indicated on the attached example copy of the expense voucher. 

In addition to the prominent displays secured by using Remington prints or 
$1 bills, we are certain many other displays can be obtained from friendly 
retailers to announce this promotion to their customers. 

In chain supermarkets, an attempt should be made to write-in extra quantities 
of all Marlboro packings on the goods order sheet. Where displays have not 
been prearranged, an effort should be made to secure Marlboro checkout displays 
and improve and increase facings on all Marlboro packings, plus placing Reming¬ 
ton print point-of-sale material. 

Consumer response to the Marlboro-Remington print promotion will be in direct 
proportion to the retail level support rendered and the display activity 
carried out by our sales force. Therefore, placement of displays, plus 
sufficient quantities of Remington point-of-sale material in each call, is 
a must. 
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All salesmen will receive 1,500 packs (6,000 cigarettes) of Marlboro 100's 
sample 4's to be used at the rate of 50 packs per day for en route consumer 
sampling in cigarette outlets. We will also supply each salesman with a 
corresponding number (1,500) of loose Marlboro-Remington print coupons, 
which are to be distributed with each pack of sample 4's used. 

Consumer switch-selling always plays an important part in our sales efforts. 

During this product promotion plan, all salesmen will use the 15 packs of 
20's allocated daily for switch-selling as follows: 

Switch-sell non-menthol smokers with Marlboro Red or Gold, 
depending on the size and product they smoke. 

Switch-sell menthol smokers with Marlboro Green. 

In addition to the 1,500 loose Marlboro-Remington coupons shipped to each 
salesman for use in sampling with 4's, we have included 500 loose coupons 
for use when switch-selling. Discuss the outstanding offer and give a 
coupon to each consumer switched. 

On Fridays, June 21 and 28 and on July 12, 19, and 26, all salesmen are to 
conduct store sales in high volume discount houses or other large carton 
selling outlets. They will offer the consumer a set of four Remington prints 
free with the purchase of a carton of any Marlboro packing. 

For these five store sales, we will supply 225 sets of four Remington prints 
to each salesman, which will allow them to use 45 sets per sale. If they 
use the allocated quantity before the day is over, they are to return to 
their normal duties for the remainder of the day. 

We have prepared special store sales posters to be used on bin backers and 
windows to announce this attractive offer, and a quantity will be forwarded 
to all personnel involved. (See attached picture.) 

For instructions regarding activities in states where we are not allowed to 
hold store sales with incentive items, see the attached sheet. 

All national and regional first major brand displays will feature Marlboro 

Red Box and Pack during the product promotion plan period as follows: If 

Change Trays - Marlboro Red Box on the sides and Soft Pack in 
the center, plus a Remington print change tray strip and/or 
carton card with coupons attached. 

Two-Carton Merchandiser or Equivalent Display - One carton of 
Marlboro Red Box and one carton of Soft Pack with' appropriate 
Remington print point-of-sale material. 
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Benson & Hedges 100's 


All salesmen will attempt to sell the independent retail dealer for cash 
two cartons of Benson & Hedges 10©Js Menthol and display one carton prom¬ 
inently on the counter. (See attached "Display Tips.") As an incentive 
to buy and display this combination, the salesman will offer the dealer 
two packs of Benson & Hedges 100's Menthol free (10% gratis). 

The salesmen will be reimbursed for the gratis used through their expense 
account. Report the gratis used as shown on the example expense voucher. 

Although there will not be a dealer incentive offer available for Benson & 
Hedges 100's Filter during this product promotion plan, every effort must 
be made to sell-in and merchandise extra quantities of this packing in all 
independent retail outlets. 

In supermarkets, orders for additional merchandise should be placed on 
the goods order sheet and improvement made on facing and shelf position 
for all packings of Benson & Hedges 100's. Where permissible, Benson & 
Hedges 100's display and point-of-sale material should be placed. 

All national and regional commitments with retailers for second major 
displays are to feature Benson & Hedges 100's Filter and Menthol with 
appropriate point-of-sale material. 


Clark Gum 


The combination of our retail offer on Di-et Gum during March and April and 
the progressive allowance promotion on Di-et Gum for distributors in April 
and: May has been instrumental in producing a higher sales level for Clark's 
Di-et Gum. In an effort to maintain this sales trend, we will again support 
Clark's Di-et Gum flavors at the retail level with a dealer incentive offer. 

During the period of June 3 through July 26, salesmen will present to all 
independent retail outlets the following offer: 

With the purchase and display of 3 boxes of Di-et Gum (flavors 
to be determined by the situation in each call), we will offer 
the retail dealer one box (20 packs) of either Teaberry or 
Cinnamint Gum . 

Every effort must be made to secure adequate display space for all Clark ^ 
Di-et Gum flavors on gum and confectionary racks. 

Salesmen will be reimbursed for the gum gratis used through expense 
vouchers. Report the gum gratis used as a dealer incentive as indi¬ 
cated; on the attached example copy of expense voucher. 


Personna Blades 
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All salesmen will continue to conduct merchandising activities on behalf 
of Personna Blades, especially in high volume outlets where blades are 
displayed on peg boards. 
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Where the quantity of blade rack arrows and push-pull decals supplied 
for our last product promotion plan has not been depleted, they are to 
be placed during this product promotion plan period. 


General 


The product promotion plan outlined above represents a major effort on 
our two largest cigarette brands, plus Clark Gum and blades, and offers 
a real opportunity to improve the sales level of all products included 1 . 

The exodus of consumers from the city to summer resort areas will neces¬ 
sitate a change in the normal retail coverage plans. When developing 
your coverage plans, all major resort areas in your area must be included 
to assure that our products, and particularly those included in this 
product promotion plan, are available to the vacationing consumer. 


c 


c 


Source: https://www.industrydocuments.ucsf.edu/docs/nzxkOOOO 


1002401636 




SPECIAL INSTRUCTIONS 


NON-STORE SALE STATES 


Salesmen in those states (Alabama>-New Jersey, Delaware, Maryland, 
Pennsylvania, and Nebraska) where we are not allowed to hold store 
sales with incentive items will devote the five days, which would 
normally be devoted to store sale activity, to person-to-person 
consumer sampling with Marlboro in non-cigarette outlets and con¬ 
ducting consumer switch-selling in key retail cigarette outlets. 

Select streets or areas having a mix between high-volume retail 
cigarette outlets and non-cigarette outlets for this work. Calls 
are to be made consecutively. 

In non-cigarette outlets, sample consumers with Marlboro 20's, follow¬ 
ing the same procedure as used for person-to-person consumer sampling 
with 4's. 


. Sample 100MM smokers with Marlboro 100's. 

. Sample menthol smokers with Marlboro Menthol. 

. Sample all other smokers with Marlboro Red. 

In the high-volume retail cigarette outlets, the salesman will service 
existing permanent displays and conduct consumer switch-selling with 
Marlboro for a short period in each outlet. 

The salesman should discuss the Remington print offer and give a loose 
Marlboro-Remington coupon to each consumer sampled or switched. 

They are to report their daily accomplishments in the same manner as they 
do for the consumer sampling with 4's. The only exception will be that 
they will change the heading "Marlboro 100's 4's Used" on the daily report 
to read "Marlboro 20's Used." The calls on retail cigarette outlets where 
switch-selling is conducted are to be listed in the order made on the same 
report, showing the results in the proper columns under the consumer section. 

These salesmen are to report on their weekly expense voucher, under the 
"Consumer Incentive" heading of the "Special Promotion" section, the 
quantity of Marlboro twenties used for switch-selling in retail cigarette 
outlets . These twenties represent those used over and above the normal 
daily allocation of 15 packs, which are reported In the "Samples" section 
under the heading "Swtich-Selling." 

The Marlboro 20's used for person-to-person consumer sampling are to be 
reported on their weekly expense voucher in the "Samples" section under 
the heading "Samples - Others." 


NOTE: Section sales managers are to disseminate these instructions 
to only those individuals in the states involved. 
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NEW YORK . RICHMOND 


PHONE: AREA CODE 212 • 679 1800 


Circular No. 324 
To Our Customers: 


PH I UP MORRIS 

INCORPORATED 

GUM AND CONFECTIONS DIVISION 

lOO PARK AVENUE, NEW YORK, N. Y. 10017 


We are pleased to announce a new promotion on CLARK'S gum. During the period June 3 -June 28,1968, 
you have the opportunity totake advantage of our profit producing- - 

2-4-6-S PROGRESSIVE ALLOWANCE 

PRODUCT: Clark's Teaberry Gum - Regular 20 Count and Six Pack 

Clark's Cinnamint Gum - Regular 20 Count and Six Pack 
Clark's Fruit Punch Gum - Regular 20 Count and Six Pack 
Clark's Peppermint Gum - Regular 20 Count and Six Pack 

In those areas where it is available, Clark's Tendermint Gum 
may be substituted! for Clark's Peppermint Gum to become the 
fourth flavor. Our 2-4-6-8 Progressive Allowance is limited, 
to four flavors. 

TERRITORY: National 


C 


PROMOTIONAL 

PERIOD: 

OFFER: 


PAYMENT: 

PACKINGS: 


TERMS: 


Orders received June 3* 1968 through June 28, 1968 for 
immediate shipment. 

NO minimum purchase is required. We will pay 2<£ per box allow¬ 
ance on one flavor; an additional 2£ per box (on all boxes) for each 1 
additional flavor ordered will be deducted from our regular price 
of $.60 per box. 

For our Take-Home 6-pack customers, we will pay 12<£ per car¬ 
ton allowance on one flavor; an additional 12£ per carton (on all 
cartons) for each additional flavor ordered will be deducted from 
our regular price of $3.60 per carton. 

Off invoice 

20 count box/60 box case -- Teaberry and Cinnamint 
20 count box/30 box case -- Fruit Punch and 1 Peppermint 

Six-pack -- 20 Take-Home 6-packs/carton 
10 cartons/case 

2% - 15 days 
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Here is an offer you cannot pass up. Our 2-4-6-8 Progressive Allowance gives you the chance to save 
up to $4.80 per 60 box case of 20 count or 10 carton Take-Home 6-paeks . Make sure yon order enough. 

All orders subject to acceptance by our New York and/or Richmond Office and to prices, styles and 
sizes: in effect on date of shipment. 


C No representative or employee of this Company has any authority to alter any circular, letter or price 
1st issued by this Company. 


CLARK GUM 

A DIVISION OF PHILIP MORRIS INCORPORATED 
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ALL NATIONAL AND REGIONAL 
FIRST MAJOR DISPLAYS 

MARLBORO - REMINGTON PRINT PROMOTION 

June 3-July 26 


CHANGE TRAYS 2 CARTON MERCHANDISER 



OR EQUIVALENT DISPLAY 

18 PACK DISPLAY 24 PACK DISPLAY 
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ALL NATIONAL AND REGIONAL 
SECOND MAJOR DISPLAYS 

BENSON & HEDGES 100’s FILTER & MENTHOL 

June 3-July 26 


CHANGE TRAY 2 CARTON MERCHANDISER 



o 
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BENSON & HEDGES 100’s MENTHOL f 
ONE CARTON DISPLAYS-RETAIL OFFER § 
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DISPLAY TIPS 


PRODUCT PROMOTION PLAN 
June 3 -July 26 

MARLBORO - REMINGTON PRINT PROMOTION 

FLOOR BIN DISPLAYS 

MERCHANDISING AGREEMENTS 587 & 587A 
PLAN B - OPTION 1 - JUNE 17 -JUNE 29 



CHECK-OUT DISPLAYS 


MERCHANDISING AGREEMENTS 587&587A 
PLAN B- OPTION 2 


JUNE 3-JUNE 15 


"" 




Mmmmz'T® 

isisairst® 

jffil Iteming!oa • *BSa 
|§pj Masterpieces ' : P §3* 
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ni^Marlt e rw 



JULY 8-JULY 20 



ALSO ERECTED BY ALL SALESMEN 
DURING THE MONTH OF JUNE IN 
INDEPENDENT RETAIL OUTLETS 


ALSO ERECTED BY ALL SALESMEN 
DURING THE MONTH OF JULY IN 
INDEPENDENT RETAIL OUTLETS 


Source: https://www.industrydocuments.ucsf.edu/docs/nzxkOOOO 


1002401641 






STORE SALES 


MARLBORO - REMINGTON PRINT PROMOTION 
June 21 & 28 -JULY 12,19 & 26 
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RECAP FORM 


PRODUCT PROMOTION PLAN 


June 3 - July 26 


REGION NO. .. SECTION SALES MANAGER 

— ■ - ■ "v ——— 

5-CARTON MARLBORO SALE AND DISPLAY OFFER - PRINTS AND $1.00 


TOTAL NO. 

NO. OF i TOTAL ; TOTAL MARLBORO CASH SALES IN CARTONS DISPLAYS USING 

MEN , CALLS RED BOX I RED PACK| 100 BOX f 100 PACK I GREEN | PLACED PRINTS 


TOTAL COST 
(IF ANY) 
USING $1.00 




BENSON & HEDGES 100" s MENTHOL OFFER - 107. GRATIS 


NO. OF TOTAL TOTAL CASH SALES B&H TOTAL NO. OF 1-CTN. TOTAL NO. OF GRATIS TOTAL COST OF 
MEN CALLS MENTHOL IN CARTONS DISPLAYS PIACED PACKS USED GRATIS 



MARLBORO DISPLAYS (FLOOR BINS & CHECKOUT) MERCHANDISING AGREEMENTS #587 & #587A 


_ PLAN B (#587A) _ PIAN B 

REPORT ON: OPTION #1 I OPTION #2 OPTION #1 



MARLBORO AND B&H 100’s DISPLAYS - RETAIL MERCHANDISING ARGEEMENTS #587 & #587A 


_ PLAN A #587 _ PLAN A #587A _ 

OPTION#! I OPTION; #2 OPTION#! I OPTION #2 

REPORT ON: I MARLBORO [ B&H 100's MARLBORO B&H. 100's 



CLARK'S DI-ET GUM - RETAIL OFFER 


TOTAL NO. OF BOXES 

NO. OF NO. OF THREE BOX TOTAL BOXES BUM SOLD BY FLAVOR 5? GUM USED AS 
CALLS OFFERS SOLD i FRUIT FPEP. I SPEAR. | CINN. i GRATIS 


TOTAL COST OF 
GRATIS GUM 
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STORE SALES - MARLBORO-REMINGTON PRINTS 


a REPORT ON: 

JUNE 

JULY 

21 

28 

12 

19 

26 

V 

No. of Men Assigned to Store Sale 






No. of Sales (Locations) 






No. of Cartons Sold: Box 100's 






Soft 100's 






Red Box 






Red Soft 






Green 






No. of Prints Used: 




! 
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RECAP 
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PERSON-TO-PERSON CONSUMER SAMPLING 
NON-STORE SALE STATES 


REGION NO. 


SECTION 1 SALES MANAGER 


STATE 

NO . OF 
MEN. 

NO. OF 
CALLS 

NO. OF CONSUMERS 
: SAMPLED WITH 20's IN 
NON-CIGARETTE OUTLETS 

NO. OF CONSUMERS SWITCH-SOLD 
IN RETAIL OUTLETS OVER AND 
ABOVE 15 PACKS PER DAY 
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tftRLBORO-REMINGTON MASTERPIECES PROMOTION; 


ADVERTISING SCHEDULE 
June 3 - July 26 
Region I 


TELEVISION : 

- Network TV - Commercials announcing this promotion will appear 

on alternating schedules during June and July with other Marlboro 
commercials. 

- Spot TV - Commercials will be alternated with regular Marlboro 
commercials during June and July. 


PRINT: 


Magazines - A four-color spread containing an order coupon will 
appear in the following magazines: 

Life June 28 

TV Guide June 29 


Newspapers - (Sunday Supplement) - A full page four-color ad with 
order coupon will appear in newspapers in the cities listed' below: 

Times Union - P 
Globe - P, Herald- TW 
Courier-Express - P, News (Sat.) - TW 
Courant - P, Times (Sat.) - TW 
News - Ind. 

Post - P 
Press - P & TW 
Star Ledger - P, News - TW 
Advance - P 
Journal - TW 

Herald-American/Post Standard - P 
Call-Chronicle - P 
Press - P 

Standard Times - P 
Telegram - P 

Democrat 6c Chronicle - TW 
Republican - P 

R 
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P - Parade - June 16 ® 

TW - This Week - June 23 
Ind. - Independents - June 30 


Albany 
Boston 
Buffalo 
Hartford 
New York 

Bridgeport 
Long Island 
Newark 

Staten Island 
Providence 
Syracuse 
Allentown 
Binghamton 
New Bedford 
Portland, Maine 
Rochester 
Springfield, Mass. 
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MkRLBORO-REMINGTON MASTERPIECES PROMOTION 


ADVERTISING SCHEDULE 


June 3 - July 26 
Region II 


TELEVISION : 

- Network TV - Commercials announcing this promotion will appear 
on alternating schedules during June and July with other Marlboro 
commercials. 

Spot TV - Commercials will be alternated with regular Marlboro 
commercials during June and July. 


PRINT: 


Magazines - A four-color spread containing an order coupon will 
appear in the following magazines: 


Life June 28 

TV Guide June 29 


Newspapers - (Sunday Supplement) - A full page four-color ad with 
order coupon will appear in newspapers in the cities listed below 


Baltimore 

Philadelphia 

Pittsburgh 

Washington 

Charleston, W. Va. 

Erie 

Harrisburg 

Newport News 

Norfolk 

Reading 

Richmond 

Roanoke 

Scranton 

Wheeling 

Wilkes-Barre 


News-American - P, Sun - TW 

Bulletin - TW, Inquirer - Ind. 

Press - TW 

Post - P, Star - TW 

Gazette Mail - P 

Times-News - P 

Patriot-News - P 

Hampton Press - P 

Virginian Pilot & Star - TW 

Eagle - P 

Times Dispatch <- TW 
Times - P 
Scrantonian - P 
News-Register - P 
Independent - P 

C 

o 

£* 

C 


P - Parade - June 16 
TW - This Week - June 
Ind. - Independents - 


x 

X 

23 

June 30 


Source: https://www.industrydocuments.ucsf.edu/docs/nzxkOOOO 



MkRLBORO-REMINGTON MASTERPIECES PROMOTION 


ADVERTISING SCHEDULE 


June 3 - July 26 
Region III 


TELEVISION : 

- Network TV - Commercials announcing this promotion wilL appear 

on alternating schedules during June and July with other Marlboro 
commercials. 

- Spot TV - Commercials will be alternated with regular Marlboro 
commercials during June and July. 


PRINT: 


Magazines - A four-color spread containing an order coupon will 
appear in the following magazines: 

Life June 28 

TV Guide June 29 


Newspapers - (Sunday Supplement) - A full page four-color ad ; with 
order coupon will appear in newspapers in the cities listed below 


Miami 

Fort Lauderdale 
Asheville 
Augusta 
Birmingham 
Charleston, S. C. 
Charlotte 
Chattanooga 
Coca 

Columbia, S. C. 

Greenville 

Huntsville 

Knoxville 

Macon 

Mobile 

Orlando 

St. Petersburg 
Tampa 

West Palm Beach 


Herald - Ind. 

News - TW 
Citizen Times - P 
Chronicle - Herald - P 
News - TW 

News & Courier - TW 

Observer - P 

Times - P 

Today - TW 

State - TW 

News - P 

Times - P 

News - Sentinel - P 
Telegraph & News - P 


Press Register - P Q 
Sentinel - P fO 
Times - P 

Tribune - TW C 
Post-Times - P 


cn 

c 


P - Parade - June 16 
TW - This Week - June 23 
Ind. - Independents - June 30 


Source: https://www.industrydocuments.ucsf.edu/docs/nzxkOOOO 



MARLBQRO-REMINGTON MASTERPIECES PROMOTION 1 


ADVERTISING SCHEDULE 


June 3 - July 26 
Region IV 


TELEVISION ; 

- Network TV - Commercials announcing this promotion will appear 

on alternating schedules during June and July with other Marlboro 
commercials. 

- Spot TV - Commercials will be alternated with regular Marlboro 
commercials during June and July. 


PRINT: 


Magazines - A four-color spread containing an order coupon will 
appear in the following magazines: 

Life June 28 

TV Guide June 29 


Newspapers - (Sunday Supplement) - A full page four-color ad with 
order coupon will appear in newspapers in the cities listed below: 


Chicago 
Cleveland 
Akron 
Detroit 
Dayton 
Evansville 
Fort Wayne 
Grand Rapids 
Peoria 

Springfield, Ill. 
Springfield, Ohio 
Youngstown 


Sun Times - P, News (Sat.) - TW, Tribune - Ind. 
Plain Dealer - Ind. 

Beacon Journal - P 
Free Press - P, News - TW 
News - P 

Courier & Press - P 

Journal-Gazette - P 

Press - TW 

Journal Star - P 

State Journal Register - P 

News-Sun - P 

Vindicator - P 


P - Parade - June 16 
TW - This Week - June 23 
Ind. - Independents - June 30 


c 

c 

in: 

£» 

C 

K 

r. 

m 


Source: https://www.industrydocuments.ucsf.edu/docs/nzxkOOOO 






MARLBORO-REMINGTON MASTERPIECES PROMOTION 


ADVERTISING SCHEDULE 


June 3 - July 26 
Region V 


TELEVISION : 

- Network TV - Commercials announcing this promotion will appear 

on alternating schedules during June and July with other Marlboro 
commercials. 

- Spot TV - Commercials will be alternated with regular Marlboro 
commercials during June and July. 


PRINT: 


Magazines - A four-color spread containing an order coupon will 
appear in the following magazines: 

Life June 28 

TV Guide June 29 

Newspapers - (Sunday Supplement) - A full page four-color ad with 
order coupon will appear in newspapers in the cities listed below: 


Milwaukee 

Journal - TW 

Minneapolis 

Tribune - TW 

St.. Paul 

Pioneer-Press - P 

St. Louis 

Post Dispatch - P, Globe-Dei 

Cedar Rapids 

Gazette - P 

Des Moines 

Register - TW 

Fargo 

Forum - P 

Kansas City 

Star - TW 

Lincoln 

Journal & Star - P 

Madison 

Wisconsin State Journal - P 

St. Joseph 

News-Press - P 

Sioux City 

Journal - P 

Sioux Falls 

Argus-Leader - P 

Topeka 

Capital-Journal - P 

Wichita 

Eagle & Beacon - TW 


P - Parade - June 16 
TW - This Week - June 23 


H* 

C 

C 

c 

X 

t/1 

K 


Source: https://www.industrydocuments.ucsf.edu/docs/nzxkOOOO 




MARLBORO-REMINGTON MASTERPIECES PROMOTION 


ADVERTISING SCHEDULE 


June 3 - July 26 
Region VI 


TELEVISION: 


Network TV - Commercials announcing this promotion will appear 
on alternating schedules during June and July with other Marlboro 
commercia Is. 

Spot TV - Commercials will be alternated with regular Marlboro 
commercials during June and July. 


PRINT: 


Magazines - A four-color spread containing an order coupon will 
appear in the following magazines: 

Life June 28 

TV Guide June 29 


- Newspapers - (Sunday Supplement) - A full page four-color ad with 
order coupon will appear in newspapers in the cities listed below: 


Dallas 

Fort Worth 
Hous ton 
Baton Rouge 
Beaumont 
El Paso 

Jackson, Miss. 
Little Rock 
Oklahoma City 
San Antonio 


Times Herald - P, News - TW 
Star-Telegram - P 
Chronicle - Ind., Post - Ind. 

Advocate - P 
Enterprise - P 
Times - P 

Clarion-Ledger & News - P 

Arkansas Gazette - P, Arkansas Democrat 

Journal - TW 

Light - P, Express News - TW 


c 

c 

c 

h* 

<r 

CP 

cp- 


P - Parade - June 16 
TW - This Week - June 23 


Source: https^^wwjf^l^l^p^gT J%yc ^gdu/docs/nzxkOOOO 



MARLBORO-REMINGTON MASTERPIECES PROMOTION 


ADVERTISING SCHEDULE 


June 3 - July 26 
Region VII 


TELEVISION: 


Network TV - Commercials announcing this promotion will appear 
on alternating schedules during June and July with other Marlboro 
commercials. 

Spot TV - Commercials will be alternated with regular Marlboro 
commercials during June and July. 


PRINT: 


Magazines - A four-color spread containing an order coupon will 
appear in the following magazines: 


Life June 28 

TV Guide June 29 


Newspapers - (Sunday Supplement) - A full page four-color ad with 
order coupon will appear in newspapers in the cities listed below: 


Denver 
Los Angeles 
Long Beach 
Oxnard 
Pasadina 
Pomona 
Riverside 
San Bernardino 
San Gabriel 
Santa Ana 
Santa Barbara 
Torrance 
Phoenix 
Portland 
San Francisco 
Oakland 
San Jose 
Seattle 
Albuquerque 
Fresno 
Honolulu 
Modesto 
Sacramento 
Salt Lake City 
San Diego 
Spokane 
Tucson 
Yakima 


Rocky Mountain News - P 
Times - Ind. 

Independent Press Telegram News - P 
Press Courier - TW 
Independent Star News - P 
Progress Bulletin-Ontario Report - TW 
Press-Enterprise - P 
Sun-Telegram - P 
Tribune - TW 
Register - TW 
News-Press - P 
South Bay Breeze - TW 
Republic - Ind. 

Oregonian - P 
Examiner-Chronicle - Ind. 

Tribune - P 
Mercury News - P, TW' 
Post-Intelligencer - P 
Journal - P 
Bee - P 

Star-Bulletin & Advertiser - TW 
Bee - P 
Bee - P 
Tribune - P 
Union - P 

Spokesman-Review - TW 
Star - P 
Herald - P 


P - Parade - June 16 

Source: https^wv^^du^tfydo£ufl3^^t§4icsf.edu/docs/nzxk0000 


1002401654 




POINT-OF-SALE KIT 


PRODUCT PROMOTION PLAN 



1002401655 



RSM 

SSM 

CMM 

DM 

VAM 

SLSMN 

AMDS 

MR 










Marlboro-Remington Print Carton Cards 

5 

5 

10 

200 

300 

300 

25 

50 

Marlboro-Remington Print Shelf Talkers with Coupons 

5 

5 

10 

200 

300 

300 

25 

50 

Marlboro-Remington Print Change Tray Strips with Coupons 

5 

5 

10 

50 

25 

25 

- 

- 

Marlboro-Remington Print Posters 

5 

5 

10 

50 

100 

100 

- 

- 

Marlboro-Remington Print Miniature Billboard Cards 

5 

5 

10 

550 

100 

100 

- 

- 

Marlboro-Remington Print Store Sale Posters 

5 

5 

5 

10 

20 

20 

- 

- 

Marlboro-Remington Print Butterfly Coupon Pads 

5 

5 

10 

450 

450 

450 

50 

100 

Marlboro-Remington Print Coupons (Loose) 

- 

- 

- 

500 

2,000 

2,000 

] 

L ,500 

Frederic Remington Prints (Set of 4) for Store Sales 

Frederic Remington Prints (Set of 4) for Use in Securing 

- 

- 

- 

- 

225 

225 

- 

- 

Marlboro Displays 

10 

10 

25 

50 

100 

100 

- 

- 

Benson & Hedges 100*s Carton Cards 

5 

5 

10 

50 

100 

100 

- 

- 

Benson & Hedges 100*s Shelf Talkers 

- 

-i 

5 

25 

50 

50 

- 

- 

Miniature Billboards 

5 

5 

10 

50 

100 

100 

- 

- 

2-Carton Merchandisers 

- 

- 

14 

25 

50 

50 

- 

- 

24-Pack Counter Display * 

- 

- 

- 

- 

- 

- 

- 

- 

18-Pack Counter Display * 

- 

- 

- 

— 

- 

- 

- 

- 

Daily Report Record 

- 

- 

- 

1 

1 

1 

1 

1 

Retail Order Book 

_ 



1 

1 

1 



Display Receipt #1396 

- 

- 


1 

1 

1 



Masking Te"*°. 

^Ordehr^As Needed 


- 

- ■ 

1 

1 

2 


1 


Source: https://www.industrydocuments.ucsf.edu/docs/nzxkOOOO 



Form #1239 Rav. 0/67 
P.*M. INC. 


UUSMAN'B MAMS (PRINT) 


PHILIP MORRIS INCORPORATED 

SALESMAN'S EXPENSE VOUCHER „„ ^ p 

■ FILL IN ~ WRITE HERE 


1 wm ENDING (SATURDAY), 


Receipts must be attached to duplicate copy which is mailed to iihnmedilate superior for, oil expenses. Such receipts must be on Certified Bill 
Head showing date, items purchased ond value,, and must be signed By the person receiving payment. 


A 



Sunday 

Hours Worked 


Explanation 


Town and Stcate Where 
Expenses Were 1 ncu rred 



Switch Sampling 

ji) ___ 

^ Samples - Other (Specify) 

^ No. of 


»>• »*•« 

ll> j 



Room 



Meals 


CA 

Telephone, Telegrams, Postage 


«/>' 
c 

<D 

Transportation Paid By You 

(other, than company car) 


a, 

\±i 

Personal Smokes 


l. 

0) 

_c 

Supplies - Office, Etc. 


6 



-o 

C' 

< 



~a 



r 




' 






T . , Personal and 

To * al Other Expenses 



_I EXAMPLE COPY li_ 


Menthi) 1 Offers Sold 


Dealer Incentives No> of d;ctn. B&H 100'fe Menthol Displays Placed 


No. of Gratis Picks: Usfed 
Total Cost of Gratis 


_ No. of 3-Box Pi-et Gum Offers Sol'd 

_ No. of Bpxes 5c Gum Gratis Used' 

:OcBU[jHQtx£Ha(xxxK Total Cost of 5c Gum Gratis 


* No', of ^-Carton Marlbo rp. Of feos Sold _ 

* Now of 2-Carton Marlbo :o Disp .ays Plf.ced 

* Total Cost of t ils Combined O lfer |__ 

★NOTE: THIS SPACE tS TO Bf UTILISED: ONLY WHEN 

$T70D DISPiIy OFFERS ARE I'SED AFTERS 

_DCUT : P 1?TXT TC Ty A x r g n i?T? y>r T?vm itfl <pT7 n 

-ivcrrx rjvxrflD itrvvT; dlc;— r^triAttri e-JJ* 


SHOW AIR TRAVEL CARD CHARGES SEE INSTRUCTIONS #11 


-R1R DATE TICKET NO: ORIGIN DESTINATION 1 AMOUN1 


TOTAL EXPENSES ABOVE 



AUTO (EXPENSE 

(FROM AUTO EXPENSE STATEMENT) 



TOTAL EXPENSE 




Duplicate - Mail To Immediate Superior 


Source: https ;//wyvw.industrydocuments.ucsf.edu/docs/nzxkOOOO 


9 S 9 T 0 t’^ 00 T 

























Source: jittpsV/w.vyw. industrydocuments.ucsf.edu/docs/nzxkOOOO 
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